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Abstract 
Awareness of the importance of a healthy lifestyle is increasing. One way to have a healthy lifestyle is 
routine exercise. Due to the large number of sport centres (Tsitskari, Tsiotras, & Tsiotras, 2006, p. 
627), they need to adopt customer-oriented strategies, focus on satisfying their customers' need and 
differentiate themselves from the competition (Yildzis & Kara, 2012, p. 189).  
This leads to professionals seeking information on how to build customer loyalty. Customer loyalty 
relies on a better understanding of members’ needs and wants and their perceptions of services 
offered and is necessary for remaining competitive in the market.  
The basis for a strong customer relationship and loyalty is the relationship quality. Relationship 
quality consists of a number of core values that are recognised by several researchers: trust, 
commitment and satisfaction marketing (Henning-Thurau, Gwinner, & Gremler, 2002, p. 231; 
Morgan & Hunt, 1994, p. 22).  
Yildiz and Kara (2012) developed a conceptual model to measure service quality in sport marketing. 
Their model contains three dimensions: staff, programme and installations. They suggested that 
further research should be conducted on the relationship between service quality, as measured with 
QSport-14, and important organisational outcomes, such as satisfaction and loyalty. 
Also, the concept of customer loyalty should be considered dependent on both market types 
(profit/non-profit) and on situations, like the social context (Bennet & Rundle-Thiele, 2002). Human 
interaction is important in the production and consumption of a service. The interaction between 
employees and customers is the subjective rating of how a service is delivered through the 
interaction (Chelladurai & Chang, 2000, p. 6). In the delivery of a service in the sport market, there is 
a difference between customers who exercise alone and in a group (Ko & Pastore, 2005, p. 86), which 
we call social context in this research. 
The main objective of this study is to indicate the relative importance of the four dimensions of 
perceived service quality and how this is different in the relation to the social context by using multi-
group analyses for every relationship in the model. This way, managers can adjust specific variables 
to improve service quality for different groups. Also, they can use this information to focus on 
different customer segmentation. Our literature study resulted in the following conceptual model: 
5 
Thesis - Rick Loer 
 
To collect the data, members of two sport clubs in Groningen (Netherlands) were questioned. Both 
organisations have members who train alone or in a group. All members older than 16 years received 
an e-mail asking them to complete the questionnaire. There were 3009 such members, from which 
204 completed questionnaires were used for the data analysis. To analyse the data, we have used 
structural equation modelling (SEM). 
We tested the model of convergent validity, indicator reliability, composite reliability and 
discriminant validity. All are significant, which means that all criteria in the model have a fit and the 
model is reliable.  
We found that there are no paths in our model with a significant difference between the two groups 
for our model. This means the social context makes little to no difference. However, seven paths 
have a positive relationship to each other. Other positive relations are not supported by this 
research.  
The results of the hypotheses show which variables an organisation has to work on to influence a 
certain other variables. An organisation can use these hypotheses and variables to research the 
strength of these variables in their own organisation to determine which ones they can improve. 
However, the results show that focussing on one group of the social context would have little to no 
effect. 
Keywords: Service Quality, Trust, Loyalty, Satisfaction, Sport Branch, Social Context 
6 
Thesis - Rick Loer 
 
Table of contents 
Preface ..................................................................................................................................................... 2 
Acknowledgements ................................................................................................................................. 3 
Abstract ................................................................................................................................................... 4 
1.Introduction .......................................................................................................................................... 9 
1.1 Customer loyalty ........................................................................................................................... 9 
1.2 Customer relationship ................................................................................................................... 9 
1.3 Social context .............................................................................................................................. 10 
1.4 Problem definition ....................................................................................................................... 10 
1.5 Research approach ...................................................................................................................... 11 
1.6 Theoretical importance ............................................................................................................... 11 
1.7 Practical importance.................................................................................................................... 11 
1.8 Reading guide .............................................................................................................................. 12 
2. Literature Review .............................................................................................................................. 13 
2.1 Customer loyalty ......................................................................................................................... 13 
2.1.1 What is loyalty? .................................................................................................................... 13 
2.1.2 What does loyalty indicate? ................................................................................................. 14 
2.1.3 Dimensions of loyalty ........................................................................................................... 14 
2.2 Service quality ............................................................................................................................. 15 
2.2.1 What is service quality? ........................................................................................................ 15 
2.2.2 Dimensions of service quality ............................................................................................... 15 
2.2.3 Service quality in the sport branch ....................................................................................... 16 
2.3 Customer satisfaction .................................................................................................................. 17 
2.3.1 What is customer satisfaction? ............................................................................................ 17 
2.3.2 What does customer satisfaction indicate? ......................................................................... 17 
2.4 Trust ............................................................................................................................................. 19 
2.4.1 What is trust? ....................................................................................................................... 19 
2.4.2 What does trust indicate? .................................................................................................... 19 
2.5 Social Context .............................................................................................................................. 20 
2.6 Hypotheses .................................................................................................................................. 21 
3. Research Methodology ..................................................................................................................... 22 
3.1 Research method ........................................................................................................................ 22 
7 
Thesis - Rick Loer 
3.2 Data collection ............................................................................................................................. 22 
3.3 Operationalization ....................................................................................................................... 23 
3.3.1 Service quality ...................................................................................................................... 23 
3.3.2 Customer satisfaction ........................................................................................................... 23 
3.3.3 Loyalty .................................................................................................................................. 23 
3.3.4 Trust ...................................................................................................................................... 23 
3.3.5 Questionnaire ....................................................................................................................... 23 
3.4 Data analysis ................................................................................................................................ 24 
3.5 Methodological issues ................................................................................................................. 24 
4. Results ............................................................................................................................................... 25 
4.1 Research results .......................................................................................................................... 25 
4.2 Pre-data analysis ......................................................................................................................... 25 
4.3 Testing measurements (outer) model ......................................................................................... 26 
4.3.1 Reliability for reflective constructs ....................................................................................... 26 
4.3.2 Convergent validity for reflective constructs ....................................................................... 26 
4.3.3 Discriminant validity ............................................................................................................. 27 
4.3.4 Reliability and validity formative construct .......................................................................... 28 
4.4 Testing structural (inner) model .................................................................................................. 29 
4.4.1 Collinearity............................................................................................................................ 30 
4.4.2 Path coefficients and significance ........................................................................................ 30 
4.4.3 R-square level ....................................................................................................................... 31 
4.4.4 F-square ................................................................................................................................ 32 
4.4.5 Q-square ............................................................................................................................... 32 
4.5 Multi-group analyses ................................................................................................................... 33 
4.5.1 Moderating factors ............................................................................................................... 34 
4.6 Hypotheses .................................................................................................................................. 34 
4.7 Research question ....................................................................................................................... 35 
5.Conclusions, discussion and recommendations ................................................................................. 36 
5.1 Conclusions .................................................................................................................................. 36 
5.1.1 Managerial implications ....................................................................................................... 37 
5.2 Discussion and limitations ........................................................................................................... 38 
5.2.1 Population group .................................................................................................................. 38 
5.2.3 Construct validity .................................................................................................................. 38 
5.2.4 Internal validity ..................................................................................................................... 38 
8 
Thesis - Rick Loer 
5.2.5 External validity .................................................................................................................... 38 
5.2.6 Reliability .............................................................................................................................. 38 
5.2.7 Conclusion ............................................................................................................................ 39 
5.3 Recommendations for further research ...................................................................................... 40 
Literature ............................................................................................................................................... 41 
Appendices ............................................................................................................................................ 47 
Appendix A Final questionnaire ........................................................................................................ 47 
Appendix B Sample characteristics ................................................................................................... 50 
Appendix C Multi-group analyses ...................................................................................................... 52 
 
9 
Thesis - Rick Loer 
1.Introduction 
Awareness of the importance of a healthy lifestyle is increasing. One way to have a healthy lifestyle is 
routine exercise. Due to the large number of sport centres, competition was inevitable (Tsitskari, 
Tsiotras, & Tsiotras, 2006). Also, this awareness created more demanding and discerning customers 
(Javadein, Khanlari, & Estiri, 2008). Most organisations must understand that a company cannot keep 
customers by luck. Rather, it is a continuous effort that requires a customer-oriented strategy (Bodet, 
2008). Sport organisations need to adopt customer-oriented strategies and focus on satisfying their 
customers' needs. They also need to differentiate themselves from the competition (Yildzis & Kara, 
2012). 
1.1 Customer loyalty 
The above issues lead sport professionals to seek information on how to build customer loyalty. 
Customer loyalty relies on a better understanding of members’ needs and wants and their 
perceptions of services offered and is necessary for remaining competitive in the market. 
Examination of service quality and satisfaction of members is beneficial for managers to develop new 
customer relationship strategies (Lee, Kim, Ko, & Sages, 2011).  
Customer satisfaction through improved service quality is becoming a more important requirement 
for any business (Lee, Kim, Ko, & Sages, 2011). Customer satisfaction is a key construct for both 
managers and researchers interested in customer relationships. Customer loyalty is based on 
numerous frameworks (Bodet, 2006). Satisfaction is directly and unequivocally related to loyalty, 
because manifested satisfaction means the explicit evaluation of the brand, which leads to 
commitment to the brand (Javadein, Khanlari, & Estiri, 2008). As stated, commitment to the brand is 
a necessary condition for true loyalty (Bloemer & Kasper, 1994). Service quality is another important 
issue in the literature, since service quality perceptions are related to customer satisfaction and 
customer retention (Tsitskari, Tsiotras, & Tsiotras, 2006). 
Loyal customers have many positive effects on an organisation. Loyalty increases profits due to 
reduced marketing costs, increased sales and reduced operational cost (Rust, Inman, Jia, & Zahorik, 
2008). Loyal customers are less likely to switch because of price and they make more purchases than 
similar non-loyal customers (Bowen & Chen, 2001). Loyal customers also help promote an 
organisation. They provide strong word-of-mouth, create business referrals, provide references, and 
serve on advisory boards (Tsai, Tsai, & Chang, 2010).  
1.2 Customer relationship 
All relationship-marketing activities are ultimately evaluated based on the company's overall 
profitability. However, as a firm's profitability is influenced by several variables largely independent 
of relationship-marketing activities, relationship-marketing outcomes should be conceptualised on a 
more concrete level when investigating possible antecedents. Customer loyalty is one of the 
constructs referred to in the marketing literature as a key outcome (Henning-Thurau, Gwinner, & 
Gremler, 2002). There are three core variables in relationship quality research: satisfaction, trust and 
commitment (Morgan & Hunt, 1994). 
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Although overall satisfaction is an antecedent of customer loyalty, there is an important need to 
define which service attributes should be improved to increase satisfaction and which should be 
reduced. Indeed, all service attributes do not have the same weight and, therefore, these attributes 
to not have the same influence on satisfaction (Bodet, 2006).  
Yildiz (2012) summarised research on constructs of service quality models in participant sports. 
Elaborating on this, Yildiz and Kara (2012) developed a conceptual model to measure service quality 
in the sport marketing. In their model, they differentiated three dimensions of service quality: staff, 
programme and installations. 
They advised conducting further research on the relationship between service quality, as measured 
with QSport-14, and important organisational outcomes, such as satisfaction and loyalty. They advise 
this because not much research has used the QSport-14 scale to test the relationship between 
service quality and organisational outcomes in the sport sector. Yildiz and Kara (2012) expect that 
such studies would find a positive relationship between service quality and organisational outcome.  
Also, the concept of customer loyalty should be considered dependent on both market types 
(profit/non-profit) and situations, like social context. Bennet and Rundle-Thiele (2002) state that this 
is important because the very nature of the market indicates that loyalty can be perceived 
differently, as will be the antecedent variables. 
1.3 Social context 
Researchers have found that human interaction is important in the production and consumption of a 
service. The interaction between employees and customers is the subjective rating of how a service 
is delivered through the interaction. Quality in such interactions refers to the helping orientation and 
behaviour of the employee, the courtesy and care toward clients, and the prompt delivery of 
individualised attention (Chelladurai & Chang, 2000).  
In the delivery of a service in the sport market, there is a difference between customers who exercise 
alone and in a group (Ko & Pastore, 2005). There are different forms of individual training and group 
training, such as level of coaching, motivation, experience and fun, which can lead to other (maybe 
better) results. The main reason customers exercise or play sport (Ntoumanis, Thogersen-Ntoumani, 
Quested, & Hancox, 2016). Customers participating in group training train more and tend to stay 
members longer (Dias, Jongen, & Middelkamp, 2016). Therefore, group training can have a positive 
effect on customer loyalty and satisfaction (Middelkamp, 2016). 
Also, research demonstrated that socialising with fellow customers contributes to customers’ 
perception of value at a sport organisation. Group sports lead to numerous valuable interactions with 
other customers outside the organisation as well (Uhrich, 2014). (Clemes, Brush, & Collins, 2011) 
show that the social context has a significant effect on service quality in spectator sports, but the 
social context has not yet been tested in participation sports. 
1.4 Problem definition 
 “What influence does the social context (consumers who exercise alone or in a group) have on the 
service quality – customer loyalty link?” 
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1.5 Research approach 
This research consists of several stages. The first stage is a literature research to give background 
information about the conceptual model and the relationships of the latent variables in the model. 
The literature research also provided information to design questions for the questionnaire. In the 
second stage, a pre-test checked the questionnaire using interviews with a small group of people. 
After the interviews, the questions were finalised and the questionnaire was administered. A group 
consisting of members from two sport clubs were asked to complete the questionnaire. In the final 
stage, the data was analysed and conclusions drawn. With the use of multi-group analyses, the 
hypotheses were tested based on the data obtained. 
1.6 Theoretical importance 
Loyalty intentions are important in the marketing literature, because they predict consumer decision-
making. Loyalty intentions represent a person’s willingness invest or sacrifice to strengthen a 
relationship (Shpëtim Ç. , 2012). There are various models in the literature to measure service 
quality, customer satisfaction and loyalty. But Bennet and Rendle-Thiele (2002) state that the 
relationship between loyalty and its underlying variables may vary by market and situation. There is 
no clear picture of the exact relationship between service quality, satisfaction and loyalty in the sport 
marketing, especially between customers who exercise alone or in a group. Hover, Hakkers and 
Breedveld (2012) expect that there is a difference within the sports market for individual customers 
and customers who exercise in a group, especially on the antecedent of memberships lengths. 
Therefore, it is academically relevant to examine the relationship between service quality, 
satisfaction and loyalty in the social context. 
The model we use has been used by students of the Open University before. It has been found that 
to make the model more generalizable and valid, the same research must be conducted among more 
sport clubs (Schijns, Caniëls, & Le Conté, 2016), preferably by using multi-group analyses. To get a 
good impression of the total sport market, the individual and team exercise in sport clubs should be 
covered. 
1.7 Practical importance 
Research in this area is important for practitioners, since sport clubs suffer from low retention rates 
(Tiessen-Raaphorst & Broek, 2016). The challenge of providing high-quality service becomes less 
difficult when organisations know what their customers expect from a service and what they feel is 
important to quality. From a managerial perspective, identifying the dimensions that are most 
important indicates the direction the management should take in investing its efforts and resources 
to increase the customer experience and if they need to focus on customers who train alone or in a 
group (Tsitskari, Tsiotras, & Tsiotras, 2006). 
This research focuses on sport clubs and their opportunities to create loyalty among their members. 
We aim to show that the relationship between service quality, satisfaction, trust and the member's 
loyalty to the club is different for customers who exercise alone than for those who participate in a 
group training. 
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The results should be used by sport clubs to strengthen their position in the market by attracting new 
members and retaining their current members. Should an organisation focus on group training or 
attract members who want to exercise alone? What is the relation between service quality, 
member's satisfaction, member's trust and member's loyalty to sport clubs? Which factors influence 
the customer's perceived service quality? How does the social context influence this? These are 
questions we try to answer in this research. 
From a practical perspective, the main objective of this study is to determine the relative importance 
of the four dimensions of perceived service quality and how this differs in relation to the social 
context by using multi-group analyses. This is determined for every relationship in the model. This 
way, managers can adjust specific dimensions to improve service quality for different groups. Also, 
they can use this information to focus on different customer segments.  
1.8 Reading guide 
The following chapter contains the literature review. It describes the literature about service quality, 
customer satisfaction, trust, attitudinal loyalty, behavioural loyalty and the social context. It also 
gives an overview of the hypotheses. The chapter ends with the conceptual model. In Chapter 3, the 
methodology is described and the data collection and operationalization of the research are 
explained. Chapter 4 shows the results and analysis of the research, including the review of the 
hypotheses. The results are discussed and conclusions are drawn in Chapter 5. This chapter ends with 
the limitations of this research and possibilities for further research. 
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2. Literature Review 
2.1 Customer loyalty 
A lot of research has been conducted on loyalty in several sectors; however, not much data are 
available about the sports market. In this section, the most important findings in sports and other 
sectors about loyalty are described. 
2.1.1 What is loyalty? 
Customer loyalty is a feeling of commitment on the part of the customer to a product, brand, 
marketer, or service above and beyond that for the competitors in the marketplace, which results in 
repeat purchases (Szmigin & Carrigan, 2001). The first marketing studies perceived customer loyalty 
in a behavioural way, measuring the concept as behaviour involving the repeat purchase of a product 
or service (Bodet, 2008). In this research, the following definition of loyalty is used: 
 “A deeply held commitment to re-buy or re-patronize a preferred product/service consistently in the 
future, thereby causing repetitive same-brand or same brand-set purchasing, despite situational 
influences and marketing efforts having the potential to cause switching behaviour (Oliver, 1999, p. 
34).” 
In general, there are three approaches to measure loyalty (Ball, Coelho, & Macha, 2004): 
1. Behavioural measurements; 
2. Attitudinal measurements; and 
3. Composite measurements. 
The behavioural measurements consider consistent, repetitious purchase behaviour as an indicator 
of loyalty (Ball, Coelho, & Macha, 2004). One problem with the behavioural approach is that repeat 
purchases are not always the result of a psychological commitment (Bowen & Chen, 2001). 
Attitudinal measurements use attitudinal data to reflect the emotional and psychological attachment 
inherent in loyalty. The attitudinal measurements are concerned with the sense of loyalty, 
engagement and allegiance (Bowen & Chen, 2001). The third approach, composite measurements of 
loyalty, combines the first two dimensions and measure loyalty by customers' product preferences, 
propensity of brand-switching, frequency of purchase, recency  of purchase and amount of purchase. 
In this context, loyal customers are customers who hold favourable attitudes toward the company, 
commit to repurchase the product or service, and recommend the product to others (Bowen & Chen, 
2001). 
14 
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2.1.2 What does loyalty indicate? 
Loyalty is predominantly satisfaction driven (Oliver, 1993). Loyal customers are less likely to switch 
because of price and they make more purchases than similar non-loyal customers. Loyal customers 
also help promote the brand. They provide strong word-of-mouth, create business referrals, provide 
references, and serve on advisory boards. Numerous studies have shown that companies can 
generate more profit through retaining their current customers rather than attaining additional ones 
(Bowen & Chen, 2001).  
Duffy (2003) says that the development of customer loyalty is a strategic objective for most 
companies. Many terms are used in business today to describe the process of building customer 
loyalty. Each of these terms describes a means to an end. In virtually all cases, the objective is to 
build loyalty. Loyalty is the feeling that a customer has about a brand. Loyalty ultimately generates 
positive and measurable financial results. Improvements in retention and increase in share of 
customer are obvious economic benefits. There are other benefits that are not always quite so 
obvious. These benefits include cost savings, referrals, complain rather than defect, channel 
migration, unaided awareness and greater awareness of brand assets. 
2.1.3 Dimensions of loyalty 
Oliver (1999) argues that consumers first become loyal in the cognitive sense, perceiving from brand 
attribute information that one brand is preferable to its alternatives. At the second stage comes 
affective loyalty, where a consumer develops a liking for the brand based on cumulatively satisfying 
usage occasions. At the third stage comes behavioural loyalty, where the consumer is committed to 
re-buying the same brand. This leads to the fourth stage, action loyalty, where the consumer exhibits 
consistent repurchase behaviour.  
According to a model presented by (K. Alexandris, 2008), behavioural loyalty can be measured by 
frequency of participation, money spent, time spent with an activity and miles travelled. The 
behavioural perspective looks at repeat purchase behaviour and is based on the customer's purchase 
history. Here, the emphasis is on past rather than future actions (Howat & Assaker, 2013). No other 
loyalty behavioural actions, such as price tolerance, word of mouth,  or complaint behaviour, are 
interpreted (Dimitriades, 2006).  
The attitudinal perspective provides supplemental understanding of loyalty behaviour. In contrast, 
attitudinal loyalty refers to a measure of member's intentions to stay with or commitment to an 
organisation (Seigyoung, Bell, McLeod, & Shih, 2007). Attitude denotes the degree to which a 
consumer's disposition towards a service is favourably inclined. This inclination is reflected by 
activities such as the customers recommending service provider to other consumers or their 
commitment to patronise a preferred service provider. Based on a favourable attitude towards a 
service provider, customers may develop preference loyalty (Dimitriades, 2006). All this leads to the 
first hypothesis:  
 H1: Attitudinal loyalty has a positive effect on behavioural loyalty 
15 
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2.2 Service quality 
2.2.1 What is service quality? 
Most researchers agree that overall service quality is performance-based, primarily cognitive 
construct, defined as 'the consumers overall impression of the relative inferiority/superiority of the 
organisations and its services' (Avourdiadou & Theodorakis, 2014). Service quality is considered a 
multi-attribute construct- the outcome of the comparison between the customers' expectations and 
their perceptions of the company's actions (Robinson, 2006; Zeithaml, 1988). Customer expectations 
are beliefs about a service as standard against which the service performance is judged (Zeithaml, 
Berry, & Parasuraman, 1993). The judgments result from an evaluation process where customers 
compare their expectations with the service they perceive to have received (Gronroos, 1984). 
Expectations are formed from a variety of sources, such as the customer's personal needs and wishes 
(Edvardsson, Thomasson, & Ruet-veit, 1994).  
2.2.2 Dimensions of service quality 
Considerable research has focussed on the nature of service quality, and there is general acceptance 
that service quality is composed of five underlying dimensions (Berry, Parasuraman, & Zeithaml, 
1988) originally defined by Parasuram et al. (1988): 
 Tangibles: the physical facilities, equipment, appearance of personnel; 
 Reliability: the ability to perform the desired service dependably, accurately, and 
consistently; 
 Responsiveness: the willingness to provide prompt service and help customers; 
 Assurance: employees’ knowledge, courtesy, and ability to convey trust and confidence; and 
 Empathy: the provision of caring, individualised attention to customers. 
Kim and Han (2013) show in their research that of these five dimensions of service quality, tangibility 
and reliability have significant positive effects on customer satisfaction. According to the results for 
the relative influence of each service quality dimension on customer satisfaction based on 
standardised coefficients, reliability has a greater effect. Also, consistent with previous studies, 
customer satisfaction has a significant positive effect on customer loyalty. The service quality 
dimensions have also been split in other ways. Gronroos (1984) splits service quality into two: 
technical quality (what is done) and functional quality (how it is done). 
McDougall and Levesque (2000) state that there are two important aspects of overall service quality: 
core and relational. Core quality centres on the basic service contracted for or promised. Relational 
quality concerns the way in which the service is delivered. This approach is consistent with Gronroos 
(1984) and the three-model factor of Howat et al. (2013). Interpretation of the service quality factors 
identified them as: personnel, core and peripheral (Murray & Howat, 2002). There are consistent 
findings that service quality and satisfaction are different constructs and that service quality leads to 
customer satisfaction (Yi-Thing & Dean, 2001).  
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2.2.3 Service quality in the sport branch 
The first studies on service quality in the sport branch focussed on identifying dimensions of quality 
in specific services (e.g., fitness services, leisure services, recreation services). For example, 
Chelladurai, Scott, and Haywood-Farmer (1987) identified five dimensions of fitness services as 
measured by their Scale of Attributes of Fitness Services (SAFS). These dimensions are primary-
professional, primary-consumer, primary-peripheral, primary-facilitating goods, and secondary goods 
and services (Chelladurai & Chang, 2000). Nowadays if we look at research in a sport context, 
(Murray & Howat, 2002) found a three-factor solution: personnel (loading on staffing functions), core 
and peripheral. Yildiz and Kara (2012) also see service quality as the perceived service compared to 
expectations.  
Service quality consists of various factors. Recently, a modified scale (QSport-14) was create by Yildiz 
and Kara (2012)  to measure service quality in the SPS market. This is an extended scale from the Q-
sport-10 created by Rial Boubeta et al. (2010). Yildiz and Kara differentiated three dimensions that 
are part of service quality in the SPS market: staff, programme and installations. To conduct research 
among fitness centres at universities, Aslan&Koçak (2011) used the dimensions staff and programme, 
but instead of installations, used the dimensions facilities and locker room. 
This leads to the following hypotheses:  
H2: Service quality has a positive effect on customer satisfaction 
H3: Service quality has a positive effect on behavioural loyalty 
H4: Service quality has a positive effect on attitudinal loyalty 
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2.3 Customer satisfaction 
2.3.1 What is customer satisfaction? 
Customer satisfaction is an overall judgment process of the perceived discrepancy between prior 
expectation and actual consumption of service (Han & Ryu, 2009). Oliver (1993) offers an influential 
view of satisfaction as pleasurable fulfilment of a need, desire, or goal after consuming a product or 
service, with overall satisfaction having strong effective orientation concerning customer's overall 
experience with a service. 
Customer satisfaction has been the focus of considerable marketing research, theory and practice 
across many industries (Javadein, Khanlari, & Estiri, 2008). Measuring customer satisfaction can 
provide managers with relatively reliable indicators of future customer support of their services. 
Customer satisfaction can determine how successful the company is in building relationships with 
customers, because customer satisfaction represents the difference between what customers expect 
to get and the service performance they get beyond their expectations (Vecchiatini, 2002). The 
higher the customer satisfaction, the higher use of product or service (Suwono & Sihombing, 2016).   
2.3.2 What does customer satisfaction indicate? 
Companies are very interested in customer satisfaction numbers because researchers have shown 
that satisfaction influence loyalty and that a five percent increase in customer loyalty can produce a 
25 to 85 percent profit increase (Reichheld & Sasser, 1990). One study found that 90 percent of 
responding firms reflect customer satisfaction in their mission statements (Peterson & Wilson, 1992). 
Reichheld (1994) shows that the outcomes of this research have been tied to the economic 
profitability of organisations by their ability to increase revenue and reduce costs. Retention results 
in ongoing relationships with customers, yielding streams of revenue beyond the original transaction. 
Customer satisfaction, however, is positively correlated with profits and sales in the long run 
(Bernhardt, Donthu, & Kennet, 2000). 
Customer satisfaction has been found to mediate the relationship between service quality and 
behavioural intentions (Cronin, Brady, & Hult, 2000). Specifically, customers make a cognitive service 
quality evaluation that leads to the emotional satisfaction assessment. This emotional satisfaction 
assessment leads to purchase intentions (Oliver, 1993).  
A conceptual difference between customer satisfaction and the commitment dimensions is that 
satisfaction is backward looking, whereas the commitment dimensions are more forward looking. 
Satisfaction is a function of performance, whereas affective and calculative (which we name 
continuance in our research) commitment captures the strength of the relationship and the resultant 
commitment to proceed (Gustafsson, Johnson, & Roos, 2005). They also show that customer 
satisfaction and affective commitment are highly correlated latent variables. Their analysis 
demonstrates that both satisfaction and affective commitment capture customer's overall evaluation 
of the offering. In contrast, calculative commitment captures more of the competitive nature of the 
offering with respect to switching costs or the availability of viable alternatives. Whereas customer 
satisfaction and affective commitment focus on perception of the offering, calculative commitment 
reflect the viability of competitive offerings.   
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When we look at loyalty, we see that customers may be loyal due to high switching barriers or lack of 
real alternatives. Customers may also be loyal because they are satisfied and thus want to continue 
the relationship. History has proven that most barriers are limited regarding durability; companies 
tend to consider customer satisfaction the only viable strategy to keep existing customers 
(Andreassen & Lindestad, 1998; Dimitriades, 2006).  
Hallowell (1996) shows that the regression results support the inference of a customer satisfaction – 
customer loyalty relationship. They illustrate that customer satisfaction may be responsible for as 
much as 37 percent of the difference in customer loyalty levels among the divisions examined. 
Besides the relationship between satisfaction and loyalty, a relationship between satisfaction and 
trust has been found in previous research. Selnes (1998) proposes that trust is a key antecedent of 
the motivation to enhance the scope of a relationship and that satisfaction is a key determinant of 
relationship continuity. He also says that satisfaction drives trust, as satisfaction is a manifestation of 
the other party’s ability to meet relational norms. However, satisfaction has a direct effect on 
enhancement and an indirect effect, through trust. Also, Shpëtim (2012) shows in his research that 
satisfaction positively influences trust. Bansal, Irving, and Taylor (2004) show in their model that 
when satisfaction is treated as an antecedent of trust, the path coefficient is significant. We can add 
three more hypotheses at this stage: 
H5: Customer satisfaction has a positive effect on behavioural loyalty 
H6: Customer satisfaction has a positive effect on attitudinal loyalty 
H7: Customer satisfaction has a positive effect on trust 
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2.4 Trust 
2.4.1 What is trust? 
Morgan and Hunt (1994) define trust as something that exists when one party has confidence in an 
exchange partner's reliability and integrity. Schurr and Ozanne (1985) define trust as: “the belief that 
a party’s word or promise is reliable and that the party will fulfil his or her obligations in an exchange 
relationship”. Cognitive trust is a customer’s confidence or willingness to rely on a service providers’ 
competence and reliability (Moorman, Zaltman, & Deshpande, 1992). Trust is based on recurring, 
dependable exchanges and adherence to expected behaviours (Chou, 2009). Trust in a company 
arises as a result of perceptions of corporate credibility and responsibility. A company’s credibility is 
based on its ability to fulfil its obligations. A company’s responsibility is based on its sense of concern 
for consumers (Sumadi & Solhia, 2015).  
Higher levels of trust are related to higher levels of customer retention, which could result in higher 
organisational profitability (Thomas, 2009). Trust is a feeling of security held by consumers that the 
brand will meet their consumption expectation (Delgado-Ballester & Manuere-Alemán, 2001). The 
research of Delgado-Ballester and Manuer-Alemán supports the key role played by brand trust as a 
variable generating customer commitment, which in turn affects customers’ price tolerance. 
2.4.2 What does trust indicate? 
Satisfaction alone may not be adequate to ensure long-term customer commitment to a single 
provider. Instead, it may be necessary to look beyond satisfaction to other variables that strengthen 
retention, such as trust (Hart & Johnson, 1999). Firms often look beyond satisfaction for developing 
trust to ensure economically viable, long-term relationships. Further, this recommendation is based 
on the premise that a consumer who trusts the organisation will be satisfied and more willing to 
commit to it (Ercis, Unal, Candan, & Yildirim, 2012).  
Customers usually choose organisations they trust to transact with. Trust is a critical factor for 
customers to build and maintain relationships (Semeijn, Van Riel Allard, Van Birgelen, & Streukens, 
2005). When customers trust an organisation, they will have increased satisfaction and loyalty 
towards the organisation (Kassim & Abdullah, 2008). If consumers do not trust the organisation 
based on experience, they will probably be dissatisfied. In the absence of satisfaction or trust, the 
level of retention is likely to be significantly lower (Hart & Johnson, 1999).  
The results of a critical incident analysis by Ranaweera, Laurier, and Prabhu (2003) show how trust 
can be lost in the event of service failure, despite a satisfying service recovery experience. 
Researchers have argues both that service recovery can restore customers to a satisfied state and 
that customers who experience successful service recovery can sometimes be even more satisfied 
than those who did not experience a service failure in the first place (Johnston & Fern, 1999). 
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Trust arises from an accumulated knowledge that allows one to make predictions, with some level of 
confidence, regarding the likelihood that partners will live up to their obligations. Knowledge is 
accumulated from observation of partner behaviour within the relationship and from reported 
reputation in other relationships (Johnson & Grayson, 2005). The development of trust is considered 
an important result of investing in a dyadic and affective relationship (attitudinal loyalty) between 
the parties in the relationship. Increased trust is also cited as critical for relationship success between 
the customer and the business (Huang & Chiu, 2006). Commitment operates in the same manner as 
trust; certain levels of commitment are required to initiate the relationship, and as the relationship 
evolves, so does the level of commitment (Du Plessis, 2010). 
While satisfaction may be one important driver, trust is also likely to influence retention (Ranaweera, 
Laurier, & Prabhu, 2003). Their results confirm the expected positive effect of trust on retention. 
Some argue that trust is a stronger emotion than satisfaction and that it may better predict retention 
(Hart & Johnson, 1999). This brings us to the following hypotheses: 
H8: Trust has a positive effect on behavioural loyalty 
H9: Trust has a positive effect on attitudinal loyalty 
2.5 Social Context  
Sport consumers belong to a social environment, which influences and shapes their behaviour. First, 
we need to look at why people exercise. People have various motives to exercise, such as for a health 
reasons (fitness, slim body, muscle building). If we look at people who participate in a group exercise, 
they exercise more for the social aspect (social contacts, fun) (Breedveld, Tiessen-Raaphorst, & 
Kamphuis, 2008). Consumers in a group experience sport with friends, family and colleagues. This 
contributes to their behaviour and experience (Lock & Funk, 2016).  
Also, the degree of autonomy-support, structure and interpersonal involvement provided by a class 
instructor can positively influence exercise class participants' behavioural, cognitive and affective 
response to exercise (Edmunds, Ntoumanis, & Duda, 2008). Because of this, it can be concluded that 
there is a moderating effect of individual versus group training customer within the relationship 
between service quality and customer loyalty. This brings us to the last hypothesis. 
H10: Social context has a moderate effect on the relationships between service quality, 
satisfaction, trust and loyalty. 
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2.6 Hypotheses 
The hypotheses formulated in the previous sections are reiterated in Table 1 
Table 1 Hypotheses 
H Dimension Effect On dimension 
1 Attitudinal loyalty positive Behavioural loyalty 
2 Service quality positive Satisfaction 
3 Service quality positive Behavioural loyalty 
4 Service quality positive Attitudinal loyalty 
5 Customer satisfaction positive Behavioural loyalty 
6 Customer satisfaction positive Attitudinal loyalty 
7 Customer satisfaction positive Trust 
8 Trust positive Behavioural loyalty 
9 Trust positive Attitudinal loyalty 
10 Social context moderate Loyalty, service quality, customer 
satisfaction and trust 
 
From these hypotheses and the information provided in Chapter 2, the following conceptual model 
was created: 
 
 
Figure 1 Conceptual model 
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3. Research Methodology 
3.1 Research method 
In this section, research strategies are discussed and the most relevant techniques for this research 
are chosen. To determine which research strategy is appropriate, two factors are important: the aim 
and the complexity of the research (Yin, 1994). The aim of this research is to discover how service 
quality, customer satisfaction and trust influence customer loyalty in the sport branch and whether 
this differs by social context. 
We need to collect data about service quality, customer satisfaction, trust, loyalty and the moderator 
for sport clubs. As Manimaran (201) says, the impact of service quality and customer satisfaction on 
customer loyalty is complex. He predicted the direct and indirect effects of service quality and 
customer satisfaction on customer loyalty with the help of structural equation modelling. 
The best way to collect data about service quality, satisfaction, trust, loyalty and the social context is 
through a questionnaire. To select a research method, the following theoretical and practical issues 
named by (Frechtling Westat & et al., 2002) are taken in consideration: the value of the types of 
data, the relative scientific rigor of the data, the basic underlying philosophies of evaluation, 
credibility of findings, staff skills, costs and time constraints. A questionnaire is the best method for 
gathering descriptive data. It can cover a wide range of topics, it is relatively inexpensive and it can 
be analysed using a variety of existing software. 
The items to measure service quality, satisfaction, trust and loyalty are available from previous 
research and therefore easy to quantify. However, they have to be modified for the sport market. 
This aspect, together with the aim of this research, favours a questionnaire as research strategy, that 
is, a quantitative analysis. 
3.2 Data collection 
The questionnaire was reviewed by five people to collect feedback. All questions are clustered by 
subject. 
Nowadays, sport clubs communicate via e-mail. They have the e-mail addresses of most of their 
members. E-mail is a good method of communication, as sport clubs can also reach people that are 
not coming to the club because, for example, they are injured or are on a trip. We created the e-mail 
questionnaire with the software provided on www.surveymonkey.com. 
To collect the data, members of two sport clubs in Groningen (Netherlands) were surveyed. Both 
organisations have members who train alone and in a group. All members above the age of 16 years 
received an e-mail asking them to complete the questionnaire. This is 3009 members. 
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3.3 Operationalization 
3.3.1 Service quality 
A questionnaire’s goal is to determine the service quality dimensions. The questionnaire consists of 
questions about staff, installations, programmes and peripherals. These four dimensions are used by 
(Yildzis & Kara, 2012) and (Howat & Assaker, 2013). Five questions are asked for the quality 
dimensions’ staff and installations and four questions about the programmes. Also, three questions 
measure the peripheral quality consistent with the theory of (Howat & Assaker, 2013). These 
questions were selected because they correspond with services of the chosen sport clubs where the 
research was held. 
Furthermore, a four-item scale is used to assess respondents’ overall perceptions of service quality 
based on (Oliver, 1997). Similar indicators for measuring overall service quality have been presented 
frequently in the service and sport management literature. 
3.3.2 Customer satisfaction 
There are several ways to measure customer satisfaction. A review of the literature found many 
scales used to measure consumer product or service satisfaction, used in different settings, from 
retail to airlines (Cronin, Brady, & Hult, 2000). In this research, we asked customers five questions to 
measure their satisfaction. These questions are based on (Nuviala, Grao-Cruces, Perez-Turpin, & 
Nuviala, 2012), who used these questions to evaluate the perceived quality, satisfaction and the 
perceived value among customers of public and private professional sport services in Spain and to 
establish prediction models for satisfaction and perceived value. 
3.3.3 Loyalty 
Loyalty is split into attitudinal loyalty and behavioural loyalty. To measure attitudinal loyalty, we used 
three items from (Bansal, Irving, & Taylor, 2004). To measure behavioural loyalty, three questions are 
included on the components service retention and word of mouth are used. The components and 
questions are based on (Zeithaml, Berry, & Parasuraman, 1993).  
3.3.4 Trust 
To measure trust, we also use the components and questions that are used by Bansal, Irving and 
Taylor (2004). Five questions measure trust. 
3.3.5 Questionnaire 
The questionnaire starts with a short introduction, stating that the aim of the questionnaire is to 
explore what makes people loyal to a sport club. The questionnaire consists of 46 questions and will 
take 5 to 10 minutes to complete. The questionnaire was pre-tested by researchers at the Open 
University.  
The first six questions provide information about the participant and the sport club. The next 
questions are about service quality, customer satisfaction, loyalty and trust. Participants were asked 
to answer these questions on a 5-point Likert scale ranging from 1=strongly disagree to 5=strongly 
agree. This is the same scale Yildiz and Kara (2012) used for their Qsport-14 research. The internal 
reliability coefficients, Cronbach’s alpha and other measures (for example, Average Variance 
Extracted (AVE), composite reliability, and Forner-Larcker criteria) were used in order to assess 
reliability, convergent validity and discriminate validity. Questions that seem unreliable were 
removed. The full questionnaire can be found in Appendix A. 
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3.4 Data analysis 
For simple (variance) analysis, the statistical program Statistical Package for the Social Science (SPSS) 
was used. To analyse our model, structural equation modelling was used. Multi-group analyses are a 
specific form of moderation and are available in SEM. 
Structural equation models go beyond ordinary regression models to incorporate multiple 
independent and dependent variables as well as hypothetical latent constructs that clusters of 
observed variables might represent. They also provide a way to test the specified set of relationships 
among observed and latent variables as a whole and allow theory testing even when experiments are 
not possible. As a result, these methods have become ubiquitous in all the social and behavioural 
sciences (Garson, 2016). 
3.5 Methodological issues 
There was limited time and budget for this research. This is why the questionnaire was only 
distributed in Groningen. It is possible that not all members of the club will be reached with the 
absence of correct e-mail addresses. Also, it is possible that there could be moderating effects other 
than the social context, which we cannot exclude completely. The following possible moderating 
effects are not taken into account: 
 Age; 
 Income; 
 Education; 
 Length of membership; and 
 Available time for leisure. 
These moderating effects should be examined in future research. Because of the limitations, we 
consider the reliability, external validity, internal validity, theoretical relevance and practical 
relevance of this research. Additional limitations are discussed Chapter 5. 
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4. Results 
4.1 Research results 
241 respondents participated in the survey. However, only 210 questionnaires were useful for the 
research, because 31 were missing too much data. This number is enough to reach the minimum 
sample size, since the minimum sample size should be ten times the maximum number of 
arrowheads pointing at a latent variable anywhere in the partial least squares (PLS) path model (Hair, 
Ringle, & Sarsted, 2011). The maximum number of arrowheads pointing at a latent variable is 4, so a 
minimum of 40 respondent was required. 
More than 55% of the respondents were female. Almost two-third of the participants have a 
vocational education degree or higher. In addition, more than 60% have been a member for at least 
two years. More than 90% of the respondents use the services of the organisation more than twice a 
week. Most importantly, the group is well spread among the moderator "social context" (47,1% train 
alone and 52,9% participate in a group class). All the sample characteristics are found in Appendix B. 
4.2 Pre-data analysis 
Prior to the analysis, the collected data was examined in detail on the quality of input and possible 
invalid values were removed. We tested whether the data is normally distributed. The Kolmogorov-
Smirnov test and Shapiro-Wilkinson test indicated non-normal distributed data. This means that the 
measured values are not symmetrically distributed around the average value. For this reason, and 
because of the relatively small sample size, further analyses were conducted in SmartPLS in view of 
PLS-SEM.  
Besides this, the dataset was checked for monotone responses. One case was identified having no 
variance for the variables in our model and was therefore excluded for further analysis. Also, if the 
missing value upper limit is more than 20% it can potentially bias the final result (Mat Roni, 2014). 
This is the case with question PQ3: 'The club offers adequate child minding'. Therefore, this question 
was deleted. Besides this value, there were also five cases of too much missing data per respondent, 
thus their answers were also excluded for further analysis. In the end, 204 questionnaires were 
useful for the research.  
All model constructs are one-dimensional, except for service quality. Service quality consists of 17 
items. Items 1–5 concern staff, items 6–10 concern the installations, items 11–14 concern the 
programmes and items 15–17 (including PQ3) concern the peripheral quality. Also, service quality is 
measured as a construct. In the principal component analysis, we found that installations can lead to 
two variables. Later on in Chapter 4.3, we discuss whether we should focus on one or more 
dimension, according to the final conclusions. 
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4.3 Testing measurements (outer) model 
4.3.1 Reliability for reflective constructs 
To determine the reliability, the composite reliability (CR) is measured. Based on assessments of the 
correlations between the indicators of a construct, CR assesses whether the indicators are 
sufficiently associated to measure the same construct and produce consistent scores. CR is not 
sensitive to the number of indicators from which a construct is built. Therefore, CR is more suitable 
for assessing the reliability than the Cronbach's alpha. In addition, CR prioritises the indicators based 
on their individual reliability, while the Cronbach's alpha is based on the similar reliability (Hair, 
Ringle, & Sarsted, 2011). Therefore, CR is preferable to Cronbach's alpha in our model. For a 
sufficient internal consistency, the CR for each construct has to be higher than 0.7. This is the case in 
this research. 
Table 2: Internal consistency: CR for total model 
Construct CR value 
Attitudinal loyalty 0.911 
Behavioural loyalty 0.913 
Customer satisfaction 0.949 
Installations 0.883 
Programmes 0.864 
Service quality 0.916 
Staff 0.914 
Trust 0.944 
 
4.3.2 Convergent validity for reflective constructs 
To measure the validity of the constructs, the convergent validity is checked. Convergent validity is 
the extent to which a measure positively correlates with alternative measures of the same 
constructs. Indicators of a reflective construct may be regarded as ways of measuring the same 
variable. A common measure to establish convergent validity is the Average variance extracted 
(AVE). AVE reflects the average communality for each latent factor. Generally, indicators with outer 
loadings between 0.40 and 0.70 should be considered for removal from the scale only when deleting 
the indicators leads to an increase in the CR (or the AVE) above the suggested threshold value. In this 
research, all AVE values are above 0.60, demonstrating unidimensionality and suggesting that the 
convergent validity of each latent factor is acceptable. This can be seen in Table 3. 
Table 3 Average variance extracted for total model 
Construct Total AVE value 
Attitudinal loyalty 0.774 
Behavioural loyalty 0.636 
Customer satisfaction 0.790 
Installations 0.602 
Programmes 0.615 
Service quality 0.731 
Staff 0.681 
Trust 0.770 
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4.3.3 Discriminant validity 
The next step is to check the discriminant validity. Discriminant validity is the extent to which a 
construct is distinct from other constructs. The first way to examine this is by using the Fornell-
Larcker criterion, which is shown in Table 4. This method is based on a construct sharing more 
variance with its associated indicators than with any other construct, which is true for this research. 
Table 4 Discriminant validity Fornell-Larcker criterion for total model 
 Attitudinal 
loyalty 
Behavioural 
loyalty 
Sat Installations Program
mes 
SQ Staff Trust 
Attitudinal 
loyalty 
0.880        
Behavioural 
loyalty 
0.635 0.797       
Sat 0.575 0.744 0.889      
Installations 0.210 0.321 0.432 0.776     
Programmes 0.305 0.387 0.564 0.392 0.784    
Service quality 0.472 0.643 0.668 0.532 0.564 0.855   
Staff 0.436 0.575 0.602 0.463 0.370 0.696 0.825  
Trust 0.568 0.617 0.656 0.422 0.448 0.663 0.627 0.878 
 
Another way to examine the discriminant validity is to calculate the cross loadings. The discriminant 
validity is established when an indicator's loading on a construct is higher than all its cross loadings 
with the constructs. This is also the case in this study. 
 
Table 5 Discriminant validity cross loadings for total model 
 Attitudinal 
loyalty 
Behavioural 
loyalty 
Sat Inst P SQ Staff Trust 
AL1 0.889 0.551 0.489 0.204 0.222 0.427 0.403 0.439 
AL2 0.908 0.651 0.582 0.170 0.306 0.417 0.406 0.557 
AL3 0.841 0.449 0.430 0.183 0.271 0.405 0.336 0.496 
BL1 0.493 0.803 0.624 0.313 0.288 0.477 0.464 0.428 
BL2 0.497 0.809 0.588 0.317 0.263 0.484 0.395 0.454 
BL3 0.474 0.784 0.528 0.190 0.281 0.467 0.395 0.383 
BL4 0.509 0.821 0.648 0.301 0.375 0.595 0.608 0.642 
BL5 0.482 0.807 0.592 0.231 0.351 0.529 0.437 0.508 
BL6 0.577 0.758 0.568 0.174 0.284 0.512 0.430 0.511 
Inst1 0.258 0.330 0.375 0.836 0.269 0.473 0.465 0.391 
Inst2 0.150 0.232 0.244 0.832 0.231 0.410 0.370 0.324 
Inst3 0.168 0.279 0.423 0.748 0.404 0.413 0.387 0.390 
Inst4 0.112 0.191 0.211 0.780 0.156 0.372 0.321 0.220 
Inst5 0.103 0.193 0.413 0.673 0.465 0.383 0.227 0.293 
P1 0.146 0.203 0.377 0.338 0.858 0.445 0.221 0.321 
P2 0.177 0.316 0.451 0.426 0.808 0.459 0.331 0.352 
P3 0.399 0.378 0.492 0.205 0.757 0.404 0.279 0.450 
P4 0.250 0.321 0.449 0.247 0.706 0.453 0.325 0.290 
SQ1 0.358 0.520 0.535 0.460 0.491 0.828 0.568 0.560 
SQ2 0.450 0.583 0.590 0.510 0.495 0.895 0.632 0.597 
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SQ3 0.372 0.587 0.628 0.459 0.577 0.884 0.589 0.603 
SQ4 0.436 0.503 0.527 0.386 0.353 0.811 0.592 0.504 
Sat1 0.529 0.676 0.930 0.392 0.500 0.582 0.580 0.603 
Sat2 0.383 0.615 0.887 0.425 0.519 0.582 0.541 0.564 
Sat3 0.465 0.624 0.928 0.379 0.559 0.580 0.494 0.560 
Sat4 0.667 0.678 0.790 0.344 0.425 0.586 0.530 0.617 
Sat5 0.480 0.693 0.902 0.381 0.503 0.626 0.520 0.553 
Staff
1 
0.363 0.485 0.545 0.404 0.345 0.541 0.800 0.519 
Staff
2 
0.302 0.409 0.438 0.498 0.368 0.563 0.833 0.459 
Staff
3 
0.348 0.430 0.508 0.435 0.379 0.618 0.875 0.536 
Staff
4 
0.377 0.535 0.512 0.334 0.268 0.637 0.846 0.573 
Staff
5 
0.419 0.522 0.487 0.230 0.154 0.500 0.769 0.495 
T1 0.597 0.545 0.625 0.366 0.420 0.590 0.560 0.881 
T2 0.482 0.500 0.499 0.361 0.327 0.564 0.499 0.877 
T3 0.486 0.585 0.635 0.371 0.394 0.629 0.630 0.915 
T4 0.406 0.544 0.553 0.342 0.446 0.577 0.565 0.814 
T5 0.506 0.530 0.550 0.412 0.376 0.546 0.487 0.897 
4.3.4 Reliability and validity formative construct 
The current model employs one formative construct: peripherals. The typical concepts of reliability 
are not always meaningful in the way they are for reflective constructs. To evaluate the reliability of 
the formative construct, test for multicollinearity were performed by examining the variance 
inflation factor (VIF) of the items. Items with VIF scores of less than 5 are deemed acceptable (Hair et 
al., 2014). The VIF scores for all the items did not exceed 1.2, demonstrating adequate construct 
reliability (Diamantopoulos & Siguaq, 2006). 
Table 6 Collinearity statistics (VIF) peripherals 
PQ1 1.154 
PQ2 1.154 
 
Formative construct validity can also be partially assessed using the results of the factor analysis.  
 
Table 7 Factor analysis peripherals 
PQ1 0.637 
PQ2 0.950 
 
The item PQ1 is just below 0.7. But because the VIF is deemed acceptable, we choose not to delete 
this item in further analyses.  
Another way to test the formative constructs is by looking at the path loadings. In principle, every 
formative indicator should represent one of the dimensions of a factor’s meaning in a comprehensive 
set of indicators for the factor and as such, should not be dropped. If the indicator's path loading is 
not high (<.5) and is non-significant, the data should be dropped from the model (Garson, 2016, p. 
74). The path loadings all exceed 0.5 and are therefore not deleted. 
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Table 8 Path loading 
PQ1 0.640 
PQ2 0.949 
Based on our evaluation of the measurement model we conclude that all the constructs show 
evidence for acceptable internal consistency reliability, convergent validity and discriminant validity. 
The next step is to analyse the structural model (inner model). 
4.4 Testing structural (inner) model 
To assess the final structural mode, we follow the Procedure for Structural Model assessment. The 
key criteria to assess a structural model in PLS-SEM are the significance of the path coefficients, the 
level of the R-square, the f-square size, the predictive relevance (Q-square) and the q-square effect 
size (Hair, Hult, Ringle, & Sarstedt, 2014). 
The first step is to draw the final model again to provide an overview of all the indicators per 
construct and the possible relations between the constructs. The entire model has remained intact. 
Only the number of indicators to the constructs have been reduced by one, namely PQ3. 
 
 
Figure 2 Final model including inner loadings (path coefficients and t-value) 
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4.4.1 Collinearity 
To measure whether there are correlations between the various constructs, the variance inflation 
factor (VIF) is calculated. According to Hair, Hult, Ringle, and Sarstedt (2014), each set of predictor 
constructs needs to be examined for each subpart of the structural model. These are staff, 
installations, programmes and peripherals as predictors for service quality, service quality, customer 
satisfaction and trust as predictors for attitudinal loyalty, and service quality, customer satisfaction, 
trust and attitudinal loyalty as predictors for behavioural loyalty. The results of the analysis using 
linear regression on the latent variables shows no sign of collinearity issues, since the VIF values in 
this study are between 1,0 and 2,2, way below the threshold value of 5 (Hair, Ringle, & Sarsted, 
2011). 
Table 9 VIF model—collinearity service quality 
Construct VIF 
Installations 1.451 
Peripherals 1.318 
Programmes 1.352 
Staff 1.357 
 
Table 10 VIF model—collinearity attitudinal loyalty 
Construct VIF 
Customer satisfaction 2.114 
Service quality 2.152 
Trust 2.089 
 
Table 11 VIF model—collinearity behavioural loyalty 
Construct VIF 
Attitudinal loyalty 1.653 
Customer satisfaction 2.312 
Service quality 2.154 
Trust 2.262 
 
4.4.2 Path coefficients and significance 
The next step is to look at the path coefficients. These path coefficients indicate the strength of the 
relationship between the constructs. From example, path coefficients close to 1 indicate a strong 
positive relationship. The closer the estimated coefficients are to 0, the weaker the relationships. 
Very low values close to 0 generally are not statistically significant (Hair, Hult, Ringle, & Sarstedt, 
2014). 
Next, to judge the significance of the hypotheses, the T-test and the P-test are applied. The outcome 
of the T-test has to be higher than 1.96 and the P-value has to be smaller than 0.05. Hair, Hult, 
Ringle, and Sarstedt (2014) suggest that when the size of the resulting empirical T-value is above 
1.96, we can assume that the path coefficient is significantly different from zero at a significance 
level of 5% (a= 0.05; two-tailed test). When the probability that a difference arose by chance is less 
than 5% (p = 0.05), then the difference is significant. 
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Table 12 Path coefficients 
Path Coefficient T-value P-value 
AL -> BL 0.266 4.198 0.000 
Sat -> AL 0.346 4.554 0.000 
Sat -> BL 0.420 4.632 0.000 
Sat -> Trust 0.656 13.186 0.000 
I -> SQ 0.170 3.092 0.002 
PQ -> SQ 0.041 0.784 0.433 
Pro -> SQ 0.297 5.206 0.000 
SQ -> AL 0.027 0.344 0.731 
SQ -> BL 0.196 3.731 0.000 
SQ -> Sat 0.668 17.681 0.000 
Staff -> SQ 0.494 9.965 0.000 
T -> AL 0.323 3.983 0.000 
T -> BL 0.061 0.753 0.452 
In table 12 we can see that all relations are significant except for peripheral quality on service quality, 
service quality on attitudinal loyalty and trust on behavioural loyalty. 
4.4.3 R-square level 
The R-square value is a measure of the model's predictive accuracy and is calculated as the sqaured 
correlation between a specific endogenous construct's actual and predicted values (Hair, Hult, Ringle, 
& Sarstedt, 2014). The coefficient represents the exogenous latent variables' combined effects on the 
endogenous latent variable. R-square values of 0,20 are considered high in disciplines such as 
consumer behaviour. As seen in Table 12, all values are above 0,2. 
Table 23 R-square values 
Construct R square Strength 
Attitudinal loyalty 0.395 Moderate 
Behavioural loyalty 0.645 Strong 
Customer satisfaction 0.446 Moderate 
Service quality 0.618 Strong 
Trust 0.430 Moderate 
For attitudinal loyalty, customer satisfaction and trust R-square is moderate. The explanatory power 
of behavioural loyalty and service quality, is substantial (0.645 and 0.618 respectively) and therefore 
provides strong support for the nomological validity of the proposed model. 
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4.4.4 F-square 
After calculating the R-square value of all endogenous constructs, the change in the R-square value 
when a specified exogenous construct is omitted from the model can be used to evaluate whether 
the omitted construct has a substantive impact on the endogenous construct (Hair, Hult, Ringle, & 
Sarstedt, 2014). The effect of a specific exogenous (independent) variable on an endogenous 
(dependent) variable is measured by means of f-square. This allows the change in the value of R-
square computed when an exogenous variable is removed from the model. 
Table 34 f-square effect size 
Path F-square Size 
AL -> BL 0.121 Small 
Sat -> AL 0.093 Small 
Sat -> BL 0.214 Medium 
Sat -> Trust 0.753 Large 
I -> SQ 0.052 Small 
PQ -> SQ 0.003 Small 
Pro -> SQ 0.171 Medium 
SQ -> AL 0.001 Small 
SQ -> BL 0.050 Small 
SQ -> Sat 0.807 Large 
Staff -> SQ 0.472 Large 
T -> AL 0.083 Small 
T -> BL 0.005 Small 
 
In Table 14, it is seen that all values are above zero. Some effects are small (0,001) some are medium 
(0,15) and some effects are large (0,35). The f-square size confirms that service quality is influenced 
by staff and that satisfaction is explained by service quality. Furthermore, we find that trust is mainly 
explained by satisfaction.  
4.4.5 Q-square  
Next, the predictive relevance (Q-square) is discussed. The Q-square values estimated by the 
blindfolding procedure represent a measure of how well the path model can predict the originally 
observed values (Hair, Hult, Ringle, & Sarstedt, 2014). An omission distance of eight was used to 
calculate the values. As seen in Table 15, all exogenous variables have effect on the endogenous 
variables, since Q-square is always greater than 0. As a relative measure of predictive relevance, 
values of 0.02, 0.15, and 0.35 indicate that an exogenous construct has a small, medium, or large 
predictive relevance for a certain endogenous construct (Hair et al. 2014). 
Table 45 Q-square values 
Construct Q-square Size 
Attitudinal loyalty 0.288 Medium 
Behavioural loyalty 0.375 Large 
Customer satisfaction 0.331 Medium 
Service quality 0.426 Large 
Trust 0.317 Medium 
Table 15 shows that Q-square values for behavioural loyalty and service quality are large, suggesting 
that the model has predictive relevance for these endogenous constructs.  
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4.5 Multi-group analyses 
In this section, we discuss the multi-group analyses (MGA). This analysis is mainly important for the 
last hypothesis, regarding whether the social context is important for the underlying constructs. By 
means of the analysis of the two groups, we look at the answers per group and the differences 
between the groups. With this information, we can conclude if (and how much) the social context 
affects the answer of the respondent. 
Table 16 shows an overview of the output of the MGA. We calculate the difference in path 
coefficients in the different groups. Also we calculated the P-values. P-values lower than 0.05 or 
higher than 0.95 are deemed significant (Sarstedt, 2011). 
Table 16 Difference in path coefficients in groups and P-values 
Path Path coefficient difference P-value 
AL -> BL 0.018 0.557 
Sat -> AL 0.135 0.185 
Sat -> BL 0.038 0.399 
Sat -> Trust 0.014 0.549 
I -> SQ 0.063 0.277 
PQ -> SQ 0.082 0.759 
Pro -> SQ 0.011 0.466 
SQ -> AL 0.242 0.932 
SQ -> BL 0.008 0.532 
SQ -> Sat 0.114 0.056 
Staff -> SQ 0.136 0.078 
T -> AL 0.023 0.441 
T -> BL 0.022 0.448 
No paths show a significant difference between the groups. This is interesting because for the last 
hypothesis we were looking for a moderating effect of the social context. Because of this outcome, 
we performed a non-parametric independent sample test to see if the means of the variables are 
different for the two groups. The outcome of this test is shown in Table 17. 
Table 57 Mann-Whitney U test 
Null Hypothesis Test Sig Decision 
Staff Mann-Whitney U 
test 
0.012 Different 
Installations Mann-Whitney U 
test 
0.918 Same 
Programmes Mann-Whitney U 
test 
0.002 Different 
Peripherals Mann-Whitney U 
test 
0.050 Same 
Service quality Mann-Whitney U 
test 
0.194 Same 
Satisfaction Mann-Whitney U 
test 
0.051 Same 
Trust Mann-Whitney U 
test 
0.321 Same 
Attitudinal Mann-Whitney U 0.058 Same 
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test 
Behavioural Mann-Whitney U 
test 
0.147 Same 
We follow the convention of rejecting the null hypothesis if the significance level is <0,05 (Vocht, 
2013). In this analysis, we can say that people who exercise in a group have more focus on staff and 
programmes in the perception of service quality. 
4.5.1 Moderating factors 
With the help of multi-group analyses, we also checked whether other groups have a moderating 
effect like the social context. We focussed on socio-demographic values like gender or age. We 
conclude that these values have almost no moderating effect. The only effect is a difference between 
men and woman when it comes on the AL on BL path. The full MGA is found in Appendix C. The 
conclusions regarding these MGAs are discussed in more detail in Chapter 5. 
4.6 Hypotheses 
Now we have all values, so we can determine which constructs influence each other, determine 
whether the hypotheses are significant and answer the main research question. We used the t-test 
(>1.96) and the p-test (<0.05) to judge the significance of the hypotheses. 
Tabel 6 Hypotheses 
H Variable Effect Variable T-value P-value Significance 
1 Attitudinal loyalty positive Behavioural 
loyalty 
4.198 0.000 Supported 
2 Service quality positive Satisfaction 17.681 0.000 Supported 
3 Service quality positive Behavioural 
loyalty 
3.731 0.000 Supported 
4 Service quality positive Attitudinal 
loyalty 
0.344 0.731 Not supported 
5 Customer satisfaction positive Behavioural 
loyalty 
4.632 0.000 Supported 
6 Customer satisfaction positive Attitudinal 
loyalty 
4.554 0.000 Supported 
7 Customer satisfaction positive Trust 13.186 0.000 Supported 
8 Trust positive Behavioural 
loyalty 
0.753 0.452 Not supported 
9 Trust positive Attitudinal 
loyalty 
3.983 0.000 Supported 
10 Social Context Moderate Loyalty, service 
quality, 
customer 
satisfaction and 
trust 
n.a. n.a. Not supported 
As seen in Table 18, seven of the ten hypotheses are supported. 
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4.7 Research question 
The main research question is: What is the relation between service quality, member's satisfaction, 
and member's trust and the member's loyalty of sport clubs and which factors influence the 
perceived service quality? 
The main objective of this study is to indicate what influence the social context (members who 
exercise alone or in a group) has in the service quality - customer loyalty link. This will help managers 
adjust specific variables for specific groups to improve their service quality, customer satisfaction and 
customer loyalty. By testing the hypotheses, we gained insight to answer the research question. 
No paths show a significant difference between the two groups for our model. This means there is 
little to no difference for the social context, in this case, whether customers exercise alone or in a 
group. But we can say that customers who exercise in a group have a bigger focus on staff and 
programmes given the results regarding the service quality variables.  
Besides this, the results show that seven paths have a positive relationship to each other. Other 
positive relations are not supported by this research. No paths show a significant difference between 
the two groups for our model. This means there is little to no difference for the social context, in this 
case, whether customers exercise alone or in a group. But we can say that customers who exercise in 
a group have a bigger focus on staff and programmes given the results regarding the service quality 
variables. 
The results of the hypotheses help explain which variables an organisation has to work on influence a 
certain other variable. An organisation can use these results to research the strength of the variables 
in their own organisation. This way they can see what factor they can change to improve their 
service. The results, however, show that focussing on one group of the social context would have 
little to no effect. 
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5.Conclusions, discussion and recommendations 
5.1 Conclusions 
This research translated and adapted validated constructs from previous research to fit sport clubs. 
The preliminary data analysis showed positive results. The constructs of the conceptual model are 
thus found to be reliable and valid. The main question of this research was: "What influence does the 
social context (consumers who exercise alone or in a group) have on the service quality – customer 
loyalty link?" 
No paths were found with a significant difference between the two groups of the social context 
(consumers who exercise alone or in a group). Customers who exercise in a group have a bigger focus 
on staff and programmes given the service quality variables. The reason for this could be that the 
respondents use the same services, but just in a different setting (a group or alone). The installations 
and staff are always the same, the group class just gives a different dynamic to their experience (Lock 
& Funk, 2016). Also, it is possible that the respondents don't always exercise alone or in a group, but 
change their exercise routine by time. Therefore, it would be interesting to do the same research in a 
group training only setting. Besides this, the study confirmed seven of the ten hypotheses. 
Avourdiadou and Theodorakis (2014) and Yildzis and Kara (2012) both suggest that there is a positive 
relationship between service quality and loyalty. In this research, we split loyalty into behavioural 
loyalty and attitudinal loyalty. We can support a significant positive relationship between service 
quality and behavioural loyalty. But the relationship between service quality and attitudinal loyalty is 
not supported. This means that service quality does not contribute to attitudinal loyalty in a direct 
way. This is in line with the research of Schijns, Caniëls, and Le Conté (2016) 
A positive relationship between service quality and customer satisfaction is found by Avourdiadou 
and Theodorakis (2014), Kim and Han (2013), Yi-Thing and Dean (2001) and Schijns, Caniëls, and Le 
Conté (2016). We can confirm this significant positive relationship between service quality and 
customer satisfaction. 
In our research, customer satisfaction has a significant positive effect on behavioural loyalty and 
attitudinal loyalty. This was expected from studies conducted by Reichheld (1994), Cronin, Brady, and 
Hult (2000), Oliver (1993), Andreassen and Lindesta (1998), Dimitriades (2006) and Hallowell (1996). 
Additionally, as in the research of Selnes (1998), Shpëtim C. (2012) and Irving and Taylor (2004), we 
can support that satisfaction is an antecedent of trust. 
Kassim and Abdullah (2008) and Hart and Johnson (1999) state that if customers trust an 
organisation, their loyalty towards that organisation will increase. Our research does not fully 
support that. There is a significant infleunce between trust and behavioural loyalty, but not between 
trust and attitudinal loyalty. 
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There is not much evidence in this study that the social context has a moderate effect on attitudinal 
or behavioural loyalty. We found an observable difference, however, these observations are not 
conclusive. A follow-up study could provide a different outcome. Options for further research are 
therefore discussed in the next section. The significant relationships form this study provide limited 
explanation for the influence of social context to the service quality – customer loyalty link. As 
observable differences were measured, participating in a group class may have a different effect on 
loyalty than training alone. In our study, however, this effect of 'social context' is not significant. 
If we look at the drivers of service quality we can conclude that staff has the biggest influence on 
service quality, followed by programmes and installations respectively. This is in line with the model 
of Yildzis and Kara (2012) and Schijns, Caniëls, and Le Conté (2016). We also added peripheral quality 
as an indicator of service quality. However, this research found no significant relation between these 
two indicators (T-value 0.784 /P-value 0.433). Howat et al. (2013) and Murray & Howat (2002) 
identified peripheral as one of the service quality factors but we can not fully support this. 
 5.1.1 Managerial implications 
If managers want to influence the behavioural loyalty of their customers, they should focus on 
satisfaction and service quality. Yet, as service quality positively affects satisfaction and ultimately 
also attitudinal loyalty to the sport club, it is important that managers pay attention to the original 
three components of service from Yildzis and Kara (2012)—programmes, installations and staff. 
Therefore, our findings are especially relevant for sport managers, as they may guide adjustments on 
specific variables to improve service quality, leading to customer satisfaction and loyalty. Customer 
satisfaction and loyalty are easier to achieve when managers know what customers consider 
important in terms of quality (Tsitskari, Tsiotras, & Tsiotras, 2006).  
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5.2 Discussion and limitations 
5.2.1 Population group 
The population used in this study could be improved. Even though the survey population was large 
enough according to the "10 times" rule of thumb (Barclay, Higgins and Thompson, 1995), it may not 
have been diverse enough. Two sport organisations were studies, but that might not be enough to 
get a respondent group generalizable to the Dutch population. Also, both organisations offer group 
classes and the opportunity to exercise alone. For this research, it might be better to get the data 
from organisations who alone offer group classes or the opportunity to exercise alone.  
Because the survey is online and anonymous, there is no fully transparent picture of the exact target 
group. Additionally, unlike previous studies in this area, this research was performed in the 
Netherlands (and in Dutch), which may cause differences compared to other countries (and 
languages). 
5.2.3 Construct validity 
The construct validity is discussed in Paragraph 4.3.4. The constructs meet the minimum criteria for 
composite reliability, convergent validity, indicator reliability and discriminant validity. 
5.2.4 Internal validity 
We cannot rule out the possibility that one or more respondents interpreted the questions 
incorrectly. The questions had to be answered on a Likert-scale. This means that there was no space 
for respondents to give unstructured responses.  
5.2.5 External validity 
This research was conducted using participant from two neighbouring sport clubs. Both sport clubs 
offer individual and group training. We cannot guarantee that there results are valid for other sports 
clubs. Further research has to be conducted before statements can be made about the 
generalisability. There might be differences between sports, locations, culture, profit and non-profit 
organisations or other factors.  
5.2.6 Reliability 
Not all members of the organisations were reached, because not all included an e-mail address in the 
system. Only data on current members are part of the research. Data of potential members and 
members who ended their membership can influence the data. These groups can have different 
opinions than current members, but they still are part of the customer loyalty of an organisation. 
Because of limited time and money, it was not possible to add these groups into the research. To 
increase the reliability of the research, a larger population is recommended.  
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5.2.7 Conclusion 
Despite the limitations, this research is valid and reliable. The constructs in this research have been 
tested before. The results of this research are not in line with the constructs tested by other 
researchers in the sport context. Therefore, more research is needed on this topic.  
Additional research is especially needed on the variable social context (consumers who exercise 
alone or in a group). We could not support that social context had an influence in the service quality - 
customer loyalty link, expect for the relationship of staff and programmes on service quality. In 
contrast, Lock and Funk (2016) and Edmunds, Ntoumanis, and Duda (2008) found that the behaviour 
and experience of consumers differs by social context. It is possible that we had a too narrow 
definition of the social context (consumers who exercise alone or in a group) and we need to look for 
a broader view on this moderating factor, for example, do consumers participate with friends, is their 
partner also active as a member of the sport club and what is the main reason the consumer 
exercises?  
Also, additional research is especially needed on the variable peripherals. Murray and Howat (2002) 
and Howat et al. (2013)  stated that it influences service quality, but our research did not support 
that. It is possible that the setting of this research was not suitable for these questions or that the 
population group did not use these peripherals enough to provide a firm conclusion. 
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5.3 Recommendations for further research 
In the questionnaires of this research, we worked with questions and variables used by previous 
researchers. Also, the methodology and all the steps are described, so future researchers can do the 
same research with small adjustments. This section provides recommendations for future research in 
addition to this given in the previous section. 
Given the complexity of the methodology of this study (working with a survey with different 
population groups and looking for a different context), further research with other methods might 
result in other outcomes. As mentioned in 5.2.7, another definition of the social context might be 
needed. It is possible we used a too narrow definition of the social context and we need to look for a 
broader view on this possible moderating factor. 
Also, there may be other factors outside the control of the sport clubs, that have a significant impact 
on the customer loyalty. For example, the location, environment, parking facilities and accessibility 
(e.g. by public transport). These factors should be taking into consideration in future research.  
Even though we could not support that the variable peripherals has a influence on service quality, 
there could be other factors that contribute to the vision of service quality. Future research may 
want to look for other peripheral facilitates that could be taking into consideration.  
Using the same approach but with a database of a non-profit organisation, such as a soccer club or 
tennis club, might give different outcomes. This can provide another view on the social context 
relationship, because the reasons people join a non-profit organisation are often different than those 
for joining a sport club (e.g., competition). Also, it is interesting to look at the new upcoming trend of 
boutique clubs. Because these service providers have a specific focus on one service, and use their 
speciality for a optimal service experience and they only provide group classes (Kaha, 2015). 
In addition, a longitudinal study is highly recommended for future research on this topic, because 
that would involve repeated observations of the same variables over long periods of time and might 
provide a better picture about the subject we are dealing with. 
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Appendices 
Appendix A Final questionnaire 
Variable Statements in English Stellingen in het Nederlands Bron 
n.v.t. Gender: Male/Female Geslacht: Man/Vrouw n.v.t. 
n.v.t. Age: Leeftijd: n.v.t. 
n.v.t. Educational level: 
(…) Elementary school; 
(…) High school; 
(…) Vocational 
education; 
(…) Bachelor; 
(…) Master. 
 
Hoogst afgeronde opleiding: 
(…) Lager onderwijs 
(basis/voortgezet); 
(…) Beroepsonderwijs(MBO); 
(…) Hoger onderwijs 
(HBO/WO). 
n.v.t. 
n.v.t. How do you exercise 
mainly? 
(…) Alone; 
(…) Group class. 
In welke setting sport je over 
het algemeen? 
(…) Individueel; 
(…) Groepsles. 
 
n.v.t. 
n.v.t. Length of service use: 
(…) 0 to 1 year; 
(…) 1 to 2 years; 
(…) 2 to 5 years; 
(…) 5 to 10 years; 
(…) 10 years or more. 
 
Hoe lang ben je lid van de 
sport organisatie? 
 (…) 0 tot 1 jaar; 
(…) 1 tot 2 jaar; 
(…) 2 tot 5 jaar; 
(…) 5 tot 10 jaar; 
(…) 10 jaar of meer. 
 
n.v.t. 
n.v.t. How many times a week 
do you visit the club? 
(…) < 1 time; 
(…) 1 time; 
(…) 2 times; 
(…) 3 times; 
(…) 4 times; 
(…) > 4 times; 
Hoe vaak per week bezoek je 
de organisatie doorgaans? 
(…)<1 keer; 
(…) 1 keer; 
(…) 2 keer; 
(…) 3 keer; 
(…) 4 keer; 
(…) >4 keer. 
n.v.t. 
 At this sport club Bij deze sport organisatie  
Staff Staff are very kind and 
they treat customers 
with respect. 
Zijn de medewerkers erg 
vriendelijk en worden 
klanten met respect 
behandeld.  
Yildiz and Kara (2012) 
Staff Instructors are 
professional. 
Zijn instructeurs 
professioneel. 
Yildiz and Kara (2012) 
Staff Instructors are skilled 
and effective. 
Zijn instructeurs ervaren en 
effectief. 
Yildiz and Kara (2012) 
Staff Customers get 
personalised attention. 
Krijgen klanten persoonlijke 
aandacht. 
Yildiz and Kara (2012) 
Staff Staff want customers to 
come back. 
Vinden medewerkers het 
belangrijk dat klanten terug 
komen. 
Yildiz and Kara (2012) 
Installations The physical Is de sportaccommodatie Yildiz and Kara (2012) 
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environment is well 
maintained. 
goed onderhouden. 
Installations Sports areas are 
hygienic and very clean. 
Is de sportaccommodatie 
schoon en hygiënisch.  
Yildiz and Kara (2012) 
Installations Sport equipment are 
modern and sufficient. 
Is de sport apparatuur 
modern en voldoende. 
Yildiz and Kara (2012) 
Installations Dressing rooms, toilets 
and showers are well-
kept and sufficient. 
 Zijn de kleedkamers, 
toiletten en douches goed 
onderhouden en voldoende. 
Yildiz and Kara (2012) 
Installations Rigorous and rich 
exercise programmes 
are offered. 
Is er een groot en rijk 
aanbod aan sport 
apparatuur. 
Yildiz and Kara (2012) 
Programmes A variety of physical 
activity and exercise 
programmes are 
offered. 
Is er een grote hoeveelheid 
aan sport programma’s of 
lessen. 
Yildiz and Kara (2012) 
Programmes A broad range of 
activities are available. 
Is er een gevarieerd aanbod 
aan sport programma’s of 
lessen. 
Yildiz and Kara (2012) 
Programmes Programmes are offered 
during appropriate time 
periods. 
Worden programma’s of 
lessen aangeboden op de 
juiste momenten. 
Yildiz and Kara (2012) 
Programmes Class sizes in exercise 
programmes are very 
appropriate. 
Zijn er geschikte 
groepsgroottes. 
Yildiz and Kara (2012) 
Peripheral 
quality 
This club offers safe and 
secure parking. 
Deze club biedt een veilige 
parkeergelegenheid. 
Howat and Assaker 
(2013) 
Peripheral 
quality 
This club offers suitable 
food and beverages. 
Deze organisatie biedt 
geschikt voedsel en dranken 
aan. 
Howat and Assaker 
(2013) 
Peripheral 
quality 
This club offers 
adequate child minding 
is well maintained. 
Deze organisatie biedt een 
geschikte kinderopvang. 
Howat and Assaker 
(2013) 
Service quality The level of 
programmes/services in 
this club is very high. 
Het niveau van de 
programma's / diensten bij 
deze organisatie is zeer 
hoog. 
Avourdiadou and 
Theodorakis (2014); 
Oliver (1997) 
Service quality Overall, this club 
provides excellent 
service. 
De sport organisatie, biedt 
een uitstekende service. 
Avourdiadou and 
Theodorakis (2014); 
Oliver (1997) 
Service quality This club offers 
outstanding 
programmes/services. 
Deze organisatie biedt 
uitstekende programma’s en 
diensten aan. 
Avourdiadou and 
Theodorakis (2014); 
Oliver (1997) 
Service quality This club provides 
superior services in 
many ways to its 
customers. 
De sport organisatie biedt 
superieure diensten op vele 
manieren aan haar klanten. 
Avourdiadou and 
Theodorakis (2014); 
Oliver (1997) 
Satisfaction I am glad that I joined 
this club. 
Ik ben blij dat ik lid ben van 
deze sportorganisatie.  
Nuviala et al. (2012) 
Satisfaction Choosing this club has Het kiezen voor deze Nuviala et al. (2012) 
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been a good decision. sportorganisatie was een 
goede beslissing. 
Satisfaction Joining this club was a 
good idea. 
Lid worden van deze 
organisatie was een goed 
idee. 
Nuviala et al. (2012) 
Satisfaction I am grateful for joining 
this club. 
Ik ben dankbaar dat ik lid 
van deze organisatie ben. 
Nuviala et al. (2012) 
Satisfaction I am satisfied at having 
joined this club. 
Ik ben tevreden met de 
beslissing om lid te worden 
van deze club. 
Nuviala et al. (2012) 
Trust I feel that I can trust this 
club completely. 
Ik heb het gevoel dat ik deze 
organisatie volledig kan 
vertrouwen. 
Bansal, Irving and 
Taylor (2004) 
Trust This club is truly sincere 
in its promises. 
Deze organisatie is oprecht 
in haar beloften. 
Bansal, Irving and 
Taylor (2004) 
Trust This club treats me fairly 
and justly. 
Deze organisatie behandelt 
me eerlijk en rechtvaardig. 
Bansal, Irving and 
Taylor (2004) 
Trust I feel that this club can 
be counted on to help 
me when I need it. 
Ik kan op de organisatie 
rekenen om mij te helpen 
wanneer dit nodig is. 
Bansal, Irving and 
Taylor (2004) 
Trust This club is honest and 
truthful with me. 
Deze organisatie is eerlijk en 
oprecht. 
Bansal, Irving and 
Taylor (2004) 
Attitudinal 
loyalty 
Even if it were to my 
advantage, I do not feel 
it would be right to 
leave this club now. 
Zelfs als het in mijn voordeel 
is, voelt het niet goed om 
deze organisatie te verlaten. 
Bansal, Irving and 
Taylor (2004) 
Attitudinal 
loyalty 
This club deserves my 
loyalty. 
Deze organisatie verdient 
mijn loyaliteit. 
Bansal, Irving and 
Taylor (2004) 
Attitudinal 
loyalty 
I would feel guilty if I 
left this club now. 
Ik zou me schuldig voelen als 
ik deze organisatie zou 
verlaten. 
Bansal, Irving and 
Taylor (2004) 
Behavioural 
loyalty 
I expect I will keep my 
exercise routine at this 
club in the future. 
Ik verwacht dat ik zal blijven 
sporten bij deze organisatie 
in de toekomst. 
Zeithaml, Berry and 
Parasuraman (1993) 
Behavioural 
loyalty 
I will visit this club more 
in the next few years. 
Ik zal deze organisatie blijven 
bezoeken in de komende 
jaren. 
Zeithaml, Berry and 
Parasuraman (1993) 
Behavioural 
loyalty 
I expect I will frequently 
utilise the various 
services offered by this 
club in the future. 
Ik verwacht dat ik in de 
toekomst vaak gebruik zal 
maken van de verschillende 
diensten van deze 
organisatie. 
 
Zeithaml, Berry and 
Parasuraman (1993) 
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Behavioural 
loyalty 
I say positive things 
about the club to other 
people. 
Ik vertel positief over de 
sportorganisatie aan 
anderen. 
Zeithaml, Berry and 
Parasuraman (1993) 
Behavioural 
loyalty 
I recommend the club 
to someone who seeks 
my advice. 
Ik adviseer de organisatie 
aan iemand die mijn om 
advies vraagt. 
Zeithaml, Berry and 
Parasuraman (1993) 
Behavioural 
loyalty 
I encourage friends and 
relatives to become a 
member of this this 
club. 
 
Ik moedig vrienden en 
familie aan om lid te worden 
van deze organisatie. 
Zeithaml, Berry and 
Parasuraman (1993) 
 
Appendix B Sample characteristics 
  Total % 
Sample    
 Total 210  
 Alone 99 47,1 
 Group Class 111 52,9 
    
Gender    
 Male 89 42,4 
 Female 121 57,6 
    
Age    
 <20 3 1,4 
 20-30 49 23,3 
 30-40 56 26,7 
 40-50 35 16,7 
 50-60 47 22,4 
 60+ 19 9 
 Missing 1 0,5 
    
Education    
 High school 19 9,0 
 Vocational education 48 22,9 
 Bachelor 87 41,4 
 Master 56 26,7 
    
Period of membership    
 0 to 1 year 29 13,8 
 1 to 2 years 44 21,0 
 2 to 5 years 68 32,4 
 5 to 10 years 31 14,8 
 More than 10 years 38 18,1 
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Frequency of training    
 < 1 p.w. 6 2,9 
 1 p.w. 14 6,7 
 2 p.w. 53 25,2 
 3 p.w. 74 35,2 
 4 p.w. 63 30,0 
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Appendix C Multi-group analyses 
 
Table 18 MGA for gender 
 Path Path coefficient difference P-value 
AL -> BL 0.223 0.969 
Sat -> AL 0.041 0.407 
Sat -> BL 0.004 0.492 
Sat -> Trust 0.118 0.898 
I -> SQ 0.113 0.820 
PQ -> SQ 0.033 0.614 
Pro -> SQ 0.122 0.137 
SQ -> AL 0.150 0.165 
SQ -> BL 0.065 0.259 
SQ -> Sat 0.038 0.679 
Staff -> SQ 0.014 0.553 
T -> AL 0.213 0.899 
T -> BL 0.204 0.116 
 
Table 79 MGA for Age 
Path Path 
coefficient 
difference 
for ages 20-
30 and 30-
40 
Path 
coefficient 
difference 
for ages 
20-30 and 
40-50 
Path 
coefficient 
difference 
for ages 
20-30 and 
50-60 
Path 
coefficient 
difference 
for ages 
20-30 and 
60< 
P-value 
for 
ages 
20-30 
and 30-
40 
P-
value 
for 
ages 
20-30 
and 
40-50 
P-
value 
for 
ages 
20-30 
and 
50-60 
P-
value 
for 
ages 
20-
30 
and 
<60 
AL -> 
BL 0.256 
0.094 0.362 0.278 0.966 0.271 0.976 0.694 
Sat -> 
AL 0.130 
0.040 0.697 0.248 0.275 0.444 0.003 0.177 
Sat -> 
BL 0.307 
0.030 0.544 0.399 0.087 0.522 0.029 0.106 
Sat -> 
Trust 0.184 
0.209 0.246 0.104 0.896 0.915 0.944 0.730 
I -> SQ 0.115 0.070 0.235 0.160 0.215 0.326 0.066 0.152 
PQ -> 
SQ 0.108 
0.130 0.118 0.146 0.259 0.784 0.727 0.203 
Pro -> 
SQ 0.046 
0.071 0.007 0.049 0.608 0.335 0.512 0.375 
SQ -> 
AL 0.007 
0.143 0.034 0.140 0.485 0.300 0.553 0.651 
SQ -> 
BL 0.084 
0.055 0.074 0.070 0.249 0.639 0.632 0.610 
SQ -> 
Sat 0.039 
0.062 0.150 0.183 0.366 0.653 0.871 0.904 
Staff -> 0.136 0.098 0.040 0.253 0.820 0.765 0.609 0.962 
53 
Thesis - Rick Loer 
SQ 
T -> AL 0.131 0.094 0.395 0.315 0.740 0.637 0.918 0.961 
T -> BL 0.228 0.003 0.202 0.067 0.889 0.516 0.824 0.616 
 
